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CHAPTER 1
INTRODUCTION

In meny rays I think the subject of this paper is “he most important
one we can discuss. But before you Jump too quickly to the wrong conclusions
nay I say that I mean in no vay to suggest that other subjects in our
meeting are not i:portant - they are without doubt very important - but that
they play a supporting role, in their different ways, in the ultimate

social and economic benefits to be achieved by efficient marketing and
exporting of packaged products.

Frequently, it seems to me, we packaginz experts, and others we
associate with, need to remind ourselves that our true function is not
to provide a service in packeging technology, chenistry, mechanical
handling, packaging research, and 80 on; we are invelved first and
foremost in the MARKETING BUSINESS to work in our different ways, and
within our different disciplines, to provide special akills and experience
in achieving the successful rarket ing of preducts econorically and eflfi-
ciently packaged., We iust regard ourselves as beiing, arong other things,
marketing front line troops. This is not a bLad analogy. Successful front
line troops must have efficient communications ard lines of supply. We
must know our strategy and the tactical details necessary in our comnercial
campaign, We must be faiiliar with the science and technoloiy of our
armoury, we must be able to recognise our targets - both our own !'inward’
professional and ethical targest and objectives and the ’outward? targets
to be attained, often in countries abroad.,

The analogy is fer f'rOm perfect of course - surely no analozy ir as
accurate as the real-life situation it h1elpos t> descrihe. However it is
clear that ve must regzard ourselves as cormmitted front runners, the
front-liners. As professionals, some of us zan, but I believe must not,
shelter in the backwaters of research, or production, or Government

sinecures, or dally in academic, aesthetic, or nenagement theory,




This is no less true of those non-experts who are attending this meeting,
Indeed thev may not be packazin- experts Mut their responsibilities, their
vision, their commitment to the final achievement for which they are
responsible is exactly the saie,

Most countries have the need or desire to export. We know what
experting is but do we appreciate why we think it is important, why
in principle everybody seems to want to export to almost everyone else ?
In recent years sore economists have provided detailed theory and evidence il
to expose certain fallocies in the economnic benefits to be obtained from
exporting. We know too that some countries - Switzerland and the USSR
8pring immediatelv to mind - have no real or continuing need to export
€00ds providing they are prepared to meke certain sacrifices. This
being 80, it veeiin to ne a mistake for exporters to think they have
vefore them an 'open-ended' problem vithout ever being able to see clearly
the perimeters of it. Generally though we Ynow that exporting is nerely
the activity of selling to people in ancther countrv - efficient exportinz
is not quite so simple,

The majority, hovever, do export either because they do not have a suffi-
cicntly weelthy internal econony to exist uithout exporting, or
because they have important commodities for which there is o recognised

world demand, with consequent econoiiic and Sociological benefit to all
concerned, In this situation We can easily recognise that exporting is
a8 regular part of 20th century comme.cial 1ife,




CHAPTER 2

SOME CXPORT PROBLEIS

In exporting packaged products or trading vitiiin one's own natural
frontiers there can only be three batic, essential component parta; the
market, the product, and the packaging., Tlough this may seer an over-
sinmplification at first heariny, I believe the difficvlties which ore
encountereu in exporting usually arise fro. the exporter's being ill-
informed and incapablc of co-relating the market tc the product and the
packaging, end exporting seems wore difficult (and is) than internal
trading due to the greater complexity of th~ work invelved,

There are no particular difficulties to prevent exporters naking
realistic evaluations of their prospects or problems in export markets.
Priendlv countries, a world shortege of many commodities, a world ever

hungry for certain essentials and non-essentials, national and inter=-
national availability of relevent informetion, major improvements in
international freizht, forwarding and travel, lLelp to make it easier
perhaps than at any other time in history to meke a success of selling

one's product in another land.

Exporting American products to Conada, or Pinnish products to Sweden,
or products of the Caneroons to Chad and Nigeria are not necessirily
very demandinz in the export sense although they may well be in selling
terms. PFurthermore we kuow that the .ousewife in Amsterdan has, winer
language differences apart, probably wore in common ir arketing terms

with her counterpert in Antwerp than she has with a Dutch housewife in
the relatively isolated Dutoh province of Priesland.
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We also know that the problems can be much greater in

export
situations in, for exanple,

exporting pharraceuticals to 'frasmented!
international narkets such as Bolivia, Haiti, Indonesia,
Switzerland, Turkey and Syria - the technical,

design problems are frighteningly complicated,

Yugoslavia,
marketing and package
As if this weren't
~nouch imagine the difficulties and the responsibilit.es of
marketing this pharmaceutical 'open—ended' product range in Israel,

Mali, Icelari and Brazil as well ! Here ve see, do we not, the emergence

which confront us in situations

socinlogical, cultural, economic,
linguistic, transportation, competitive,

and many more. We eed to look
materials, the coaverters,

of some of the problens an’ considerations
of this kind - legal, climatic,

araphic, political, practical, strategic,
at the sources of supply of packaging

the exieting and prospective in-plant

equipment and rachinery, tle suitability of existing and proepective

hurien skills and resources in production and marketing, and pack ard

product compatability,




CHAPTER 3

IEFINING EXPORT TARGETS

Apart from certain easily recom _sable exceptions he defining of
export market objectives is primarily a matter of deek and operational
regearch and experience. Research usuallr needs to be more thoroughly
undertaken than conventional market research aund we know that the
exporter will have more than one narket or group of narkets to whkich

he will consider applying his management, econonic and marketing effort sooner
or later.

In deciding to whiclh narxet one should direct one's encrgiecs the
issues are in 1y experience influenced by decisions often taken in a
hurry Ly packasing executives presented witl a situation of urzency. As
& onnsequence packagzing solutions are rarely as good as they should be.
This in itsclf can create secondary prohlems with rmarketii> and manogement
preasure beinz put on executives to nake decisions whicl would he
probably better if more time were allowed for consideratioi and comparative
evaluation thereby taking account of the difrerent options available, The
speed necessary in evalucting ard deciding courses of oction wiiel: will
take advantage of narketing opportunitieas and objectives will if anvthing
increase rather than decreage in tle Puture and as o result better rinds,
skills and resources will be increasingly necessary in order to assiat
nensgerent in successful deciszion rmakinm,

Ye must, I think, not lose sight of the fact that the packariug user
on the one hard and the consumer on the other; are, with sore evoeptiong,
primarily interested in a satisfactorv solution not necessarily the nost
Successful solutjon - especially if to obtain the latter valuable tiue

and other opportunities are lost. (We, if we value our professional
intesrity, will aim to achieve the very best solution within the
possibilities available to us. It is also up to us to increase the
possibilities,)
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I recall an unhappy case with a well-known coempany in Weatern Europe
rarketing a canned corrnsive cleaner product i a keenly competitive
market., The marketing people had been pressing for a plastic container
which their technical colleasues had reneatedl - said was not techuically
aml econamically possible, They received a chock and maékettng blow
when the maiy conpetitor introduced . successful plastic container, In
tiis situution the technical pecple were too cautious ang the marketing
of that compeny's products was restricted withir tle ranacement
responsibilitjeg ertrusted to the tectnical executives - g ristake, as
events continued to prove. This 'as & case when tle technicnl experts
had too ruch influence - nrneo usuclly fiads that the real turluence normall--
enanates from the marketing people, ad behind therm the conguer.

S8ituations of tais kind, which, 1 feel certain, will be d:iscussed during
our neeting, raise the problem of thae Juccessful use of differont skills
in en inter-related way to obtain successry] pack:ging results,
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CHAPIER 4

MARKETING AND TECHNICAL FUSION

In human terms we Lave on the one hand t.e marketing experts and on the
other tiie technical oxperts. You notice 1 Bay 'on tle one hand and on
the other' - implying a recogrition of difference as if to define two
kinds of expertise. Surely this iga Very urong - there should not be a
difference. Whyr cannot we c¢recte in our field of packagin:; an
'intellectual fusion’ between marketing and technical experts ? To keep
the two groups separate creates operatioual difficultiés, conflicting
velues, lack of Sympathetic understandiirg, different and soneties
cont‘lic'ting priorities, divided responsibilities, e division of loyalties,
Why is this 'intellectua] fusion' aliost entirely ebsent in packaging
situations ? The reasons, for the division between norketing and packaging
technology, are many and varied, Some are historical, sone cducational,
others accidental,

We mee -evidence on =]l sides, uot least in so-colle! advanced countries
of packaging being decided without a Lroad underytanding., We see
technical solutions applied which take little account of the markectino
situation in which they have to perforr, Desipgn and marketing solutions
are applied which recognise all too little the economic, technical or
practical considerations to hich the design solution has to apply. Most
exeoutives are themselves products of & vertical 8ystem of education,
training, experience and outlook,

I think a major Jifficulty is the apparent problens of narrowly skilled
nen who find it very difficult to be proficient in fields of activity

ad jecent to those in which they are already qualified. One does not have
to be particularly sensitive to notice an uneasy atmosphere, ot to sgy
belligerence, betuween say; on the one hand, an engineer or chemist and,
on the other, a marketing man or package designer. In 2 wider context
engineers, generally specking, are frequently regerded as being rather
unimaginative, comparatively conventional, very besic people, but there
is no fundamental reason why this should be a0 any more then with other
specialists. After all, some of the most enlightened imaginative people
in history have been engineers, or have had engineering skills, and they
have used conoeptual thinkinz and broad vision witl most exciting and
important results.
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Ve jor packaging users do not clvicys recornige packeging a8 a mpecific
8kill but only as a coubinetion of applicd :kills which are in tliemaselves
frequently under-rated and usually .nis-nazwm,o.d by the users., In Ly Own
work I emphasise constantly to clieat ~g collearue alike the need to
3ain lateral experience and expertise; cven though it is expecting a
great deal for a peraon to be specialised ond authoritative in one eubject

yet able to relate Lis expertise to otlier associated disciplines.

(I would conpare this with clinmbine mountains., Tue mountain one clinbs
is the specialist packagzing subject whatever it may be, When one reaches
the heights of the chosen ountein one can gee tho swmit and renember
the difficulties of the ascent, One can also look around and see tlhe
panorana of other mountains wiich is not possiblc when viewed frou the
valley or the foothills, Sta-iny on tre wouatain heightz or evern attaining
the summit, satisfyin~ though it rizht be to liave doue so, is soon put
into perspective by the sisht of neighbouring mountaing with their various

L

climbs, heights, and oharacters, which provide .. further challenge.)

A by-product und current problem arisine fro. tle educatioral system in
Western Europe at least; which of course 2as been established only o very
short time in tle total tine scale of Civilisation, is that men find it
difficult to relate thedir own vocational disciplines to othep related
disciplines aid therefore to other nen who are proctising them, There are
barriers of Coitmunication of many %inds between people of the sane
nationality but different Prefessioual backyrownds.

We knew that chemists, engineers, narketing ren, ranagerient sataff in
national industries or Goveraent Departronte. und so on, find it difficult

to communicote with eack other and to make the substontial progress vhich
an understanding of tl.e final result would indicate possible,
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This, of oourse, asswios that the men themsclves are as skilled as
we are giving them credit for and it seems to me that in an age when more
oentralised information is becoming available much information can often
be easily abstracted or retrieved and cpplied to the analysis and solution
of different problems. There is little doubt that the great.st need is
for men of vi:ion with suffioient sk: .1g to evaluate th: relationships
between different disoipiines and by wo doing be able to prescribe
solutions in the correct use of human skills and resources, matorials and
machinery towards the marketing objective,

There are three inseparable inter-related parts and we can assume that
sffective packaging is measured by the suocesses of the weakest strength,
By that I mean the best packaging in the world will not compensate for a
bad product and vice versa. Similarly if the cxoellent product and
exoellent packaging is markedted to the wrong country then success is hardly
likely to be achieved,

Good packaging thorefore rust toke into full account a significant
amount of the three related parts of whioh the most inportant part is the
narket. In all the countries I know, it is the market and the ultimete
oonsumer whioh in the long term define the quality and availability of
products and the most efficient methods of packaging practice. If this were
not so thon packaging would be a sterile industrial econonic exercise instead
of the means of producing the cconomic vitality so necessary in inter-
rational trading,

No doubt this subject will be debated at some length later on but I do
not believa there is a convinoing oase for the tachnical packaging institutes
1o be developed only or prioarily as referonce sources of research and
specialist bodies, The tendency will be to stretoh even further the
comprehension or 'intellectual 8ap' between themsslves and the other
component parts concerned with making sucocessful packasing. One sees
oxperts sheltering behind their skill of expertise as if frightsned to
come out into the open and discuss with knowledge and authority how
their special skill can be related to a problem in question, We
sometimes see them, do we not, helping to maintain the divisions whioh
exist ?
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Por example some national packaging competitions have Seperatc sections
for consumer and transit packaging. The rcigsens fer their separation
do not oconvince me, So-called package designers - almost without ezcep-
tion they are merely, at best, graphic desigzners without any
appreciable knowledge of marketing, packaging teci:nics or 'acrogs the
board abilit; to proceed with a probiem from its evaluciion to its
effective conceptual solution - rarely lhiave the opportunity of heing
trained in packeging per se, Amezingly, package design education ond
training is not covered in technical education institutions or in art
or Gesign establishments, Therc is even no advanced full-tine packaging
ocourse, so far as I know, held in Western Europe | Mc only such course
in the West is, I am advised, one held at liichigan State University in
the United States of Airerice,

We have covered the need of the case for peckaging 'intellectual fusion'
and the case for ' packaging totality' - the inter-relationship of
marketing—teohnical—design and econronie aspects which, if properly
understood end acted upon result in packoging success., iMat then ape

the problems and opportunities in export packaging ?
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CHAPTER 5

THE CONSUMER COMES FIRST

I have said esrlier that succcisslul packoging be;ins with the existing
or prospeotive consumer - by this I mesn the identification of an exicting
or prospective market at the end of the distribution chain., At the otlier
end of the chain there oxists a product, or the likelihood of making one

available, and between is the functior of packezing vhich provides the

‘bridge'. In almost all tle successful case hiStories of 3008 packaging
to which we can refer we will recognise an acceptable procuct anc¢ a good

market, existine or prospective,

Of course the morket mey not be clearly defined, zid indeced the product
can be adapted or devcloped to suit. One product well known to nost
people, Coca-Cola, has shown through an international narketins effort
that although noboCy really needs Coca~Cola it has becu possilile to
develop an internctionsal trade of appreciable sizc basically ou o one-
product basis bhut using different types of packasing to suit local
circumstances and opportunities, By using a ;cnerally consistent graphic
style and an expertl;y detailed marketin:; strategy the conpany has brought
&n unessential type of product into many countrics and has succceded in
ocutting across social sirata with the result that the product sells even

to the impoveris!:ed,

If Coca~Cola is a good cxanple oi' how one preduct can break into many
markets and market 8egments through effective selling, then Chunel perfuic
is a comparably zood case to illustrate a differcnt product sold inter-
nationaly in many varieties, which in its own field hes become virtuclly
2 reference point for women in meny perts of tlie world, even though the
product range is directed broodly to a so-called niddle-class type of
consuwier. Both Chanel ond Coca~Cola take 2ccount of different national
perceptions and have in design terms put their packaging 'into’ the product
vith the result tiat, like rwcl good package desi;n, to 8ge the pack is
enough for oomprehension - there is little or no necl tn read,




There are many successful examples which one can recall., Those of you
who are familiar with 014 Spice will know that the sound of the name and the
simplified graphics (1like Chanel) convey all that secms to be needed.
Colman’'s Mustard in ite old-fashioned style, Schweppes, Tomado in its
efficient packaging for point-of-sale. Skol Lager (o product originating
from the UK and not Sweden), Peter Stuyvesant cigarettes with their
Somewhat vague mid-Atlantic origin, and Unilever's international soap,
Rexona, illustrcte to me and I om sure to you; that a recognition of the
merketing aim and making the packaging fit this, plus the very simple
product it encloses, is not really so very difficult.

Of course, you may already be thinking, thesc products arc supported
by strong selling tcams, expensive advertisin:, they have perhaps been
established many years, some of the products are expensive ond can
Justify the marketing and sales expenses to moke the product sell
successfully, All this is true but in all the coses I have quoted good,
and in some instances excellent, peckaging, hLas heen used, in .eeveral
cases for products which in thenselves have no advantage over their
competitors,
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CHAPTER 6

THE_DIPORT AGENT

Sooner or later in discussions on effective export marketing of
packaged products the role of the irport agent arises. Traditionally, of
course; the import agent has acted partly as a genuine importir~ agency,
gsonietimes on his own account, ~nd aluo as o selling ageut. feitlior of
these responaibilities is particularly onerous but it is ir iy experience
exocptional if an crporter finds o totally efficieut iport agent to
handle his products with the cnergy and success to wiich tlhe exporter hrs
a right.

There are irany instances of exportcrs being restricted by contractual
or other commitmente to tle inport asent ond generally specking thore arc
few benefits to be achieved through such au arrangement - it ie far bettor
to appoint one's own t.am, or form - corpany or orgacization to act on
one’'s behalf. One international company of my acqueintaice has o tradition
of employing import agents in most countrics of thc vorld wicre tley do
not already have subsidiary companies, and oue of the difficultics which
has arisen in recent years is that the import ogent separates tic exporter
from the ultimate consuner and the retsil trade. The iport cgent acts as
o filter of information, and this means that ton wazi of the exporter!':
selling strategy is conditinned by the irport sgeut to whom almost every-
thing has to be referrad. Not cnly in this instonce Lut i menv I ewn
quote the import agent mokes importa.t dccisions oa packagin~, the selling
price of products in his market and 80 on, Of course thc irport cocnt lias
no particular knoledge, generally speaking, of packaging ond hiz
responsibilities are vested in his own inmediate operation aud toke littlc
or no account of the international congiderntions which prevail uher
exporting a range of products to wany countries, This probler also arises
frequently with multi-national coipenies who hove in different countrico
their own selling or oven mapufacturing recources. Onc must attenpt to get
closer to the retnil trade and to the ultivate consuner, not only to sco if
whet the importer says is right but to see, often by research, what
opportunities really exist for now packaging aud not Lo tase too much
account of what exists already., After all the problem wc are consideriii-
is not 80 much an cnalysis of what already exists but what can successfull;
be done in future.
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CHAPTER 7

NATINAL VERSUS TITERNATIONAL RESPONSIBILITIES

A few internationsl corpanics will decide centrelly the packaging which
they will usc for all markets, being mindful that their ainm will generally to
to have standard packaging throughout which will only be altered and
ad justed to suit particular locnl conditions,

A difficult question to answer is, when trading in Very competitive and
sophListicated warkets, when should central decisions for standard peckazing
overrule any local national demands mace by resident agents op local
oompanies for special packaging to suit their mariet ? In iy cx¥perience in
working with and for seome of tlie largest mlti-national companies in the
world this problem hes been & very real one because of the conflicting
interests iy milti-national coupanies, Internationally-trading
organizations find it difficult ot so much to rationalise the - packaging
requirements but to epply the decisions, usuclly taken fror 1igh in the
organization, and comnunicetecd to their exccutives at 2 lower level, knowing
full well that ir they instruct o particular country to usc a certain pack
they are €xposinz themsclves to possible criticisn iy the future in the

product does noi se}) very tucll and an 'Tteld You 80! Irov the local may,

This problem, we kaow, is also related to the inadequacies of packeging
and marketing knovledge and foresight which cxist i1 .08t companies where
éxecutives are confroated vith Pecision rakin_ in areas within which thev ape
not very often professionally conpetant, Decisions hinge very much on tie
8ize of the existing or prospective marlict, A recert ccse in point occurred
when a client's ambitions throuzhout Europe were such an to require basically
the standard pack with minor adjusticnte for text chanres. This was agreed

with all subsidiary companies in nany countries cfter careful preseatation

of a logical and persuasive casc - with all; that is, except I'rance, Therc

existed in Prance at this ti~e a good market already but the FPrench

management there could not find it possible to agrec to tle general

propositions which werc made centrally for the countries involved, even

though the situstion in Prance, becausc of its valuc to the clicnt, had

been fully taken into account, A difficult decision had to pe teken.  Should France
be allowed to 'go it nlone! or chould she be inetructed to come into line, with o
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consequent souring of relationships internally and running some risk,

if the French view wore to be accepted, of loss of sales ? 1In the end
the Prench company came ints line, little zoodwill vas lost oac sales
have not sufiered, and have in fact -ncreased even fur .er. Packazing,
and packaging decisions, con be a mixture of not only packaszing cxpertise
but of judgment, courage and deterninztion,

This does bring into focus houever the nececd therc is tuv he fully
avare of developments in packeging generally iu courtrics end fields which
are not necessarily rclated to one's own products. Conswners' habits
and attitudes are frequontly elrecdy crtoblished by their cxperiences of
other products, apart from those vhicl. are directly one's own coucern,

As 2 result one must acquire n blanket knowledse of the consumer cttituder
towards various products in various countries on which one can draw when
considering solutions to special problens,

International products do not sell consistently in the some type of
outlets. Some time 0go I was asked to advise 2 well-liown Anglo-Dutch
company on the marketing of veterinery products throughout tihc werld and
found that some products were sold directly irith the support of veterinary
surgeons as ethical-type products but in one or two countries in South
America we found that the products were sold through hardvare stores. In
becoming involved with partic.lar marketing projects of this kind one
acocumulates and assiwilates much narketplace ciperience, sone of it which
18 quite unpredicteble., Ore finds that in Pinland for cromple, noted for
its good deeign, high standard of living and bucvant econony, therc is
comparatively little understanding of packagzing cnd rarketing, even though
Finland produces many of the raw and finished wuterials uscd in packaging,
No doubt one of the rensons for this lack of knowledge is the rclatively
short industrial history ard ihe size of i1he Pimuis.. rarket itself. Thc
situation in Prance however is one of & very significant industrial and
commercial history, with a lorge home market and mony imporiant connections
overseas. I do not think however thaot nany would meke serious claims thot
pookaging is really well understood in France as it is for examplc in
Sweden or Switserland or the United Kingdom or the United States of Amcrice.
This frequently benefits those who wish to export to France because it
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enables the exporter o Lave a much better opportunity of achieving
something significant through his packeging knowins that,; vory broadly
speaking, local products tend not to be well packaged.

My viev is that one should becene well eoquainted with the prodblems,
visit the market, hold rational discussions with the local selling organization
and in the end define what should be done, Tuo nuch is loat when the
agent is allowed to have the final soy becausc he ig the local man on the
spot,

This raises the question of undertcking comprehensive research on the
effectivenesas of pockeping. I mentinued carlicr the difference between
a gatisfaotory colution and the best solution, Generally, I do not thiak
it is particularly difficult to obtain satisfoctorily designed packaging.
To obtain the best possible is souetines a theorctical objective becouse
circumstances are continually chaenging and one cannot always catch up'with
them. Howover it is possible by thorough cpplicatioh and attention to
detail to obtain peokeging which falls only slightly short of perfection,.
In order to do thic it is essenticl to researcl rith existing and
prospective consumers the attitudes they hove to the product, to the
existing and prospective packarsing of the product and tlhat of tie
competition, Part of this enquiry involves the separation in researoh
terms of the produot from the packeging, the price of the produot, and
the reputation of the organizoeiion marketins it, ALy researoh specialist
in this field will confirm tl.ot thig is for from euay 4o obtain, but it
can be done and I have cage iistory evidence of work in this sphere which

detaile a before and after situation coucerning existinz products with

the new packazing compared to the old aud with comparisons in seles and
profitability figures. Here agoin ve see an identification of a new arec
in packaging vhich extends the perimeters of the subject, in this instance
escertaining with greater certainty, poscibly before full sccle production,

how effective a proposed new package is in comparison to the old one that
it is due to replace.
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CHAPTER 8

SOME TEXT PITPALLS

It would be inappropricte to discuss all the details of the more obvious
pitfalls in package design for export but some of those worth mentioning
include the important ratter of texts, and linked with it the question of
national and international packaging policy.

The probhn of choosing the appropriate text, or texts, and translations,
and indeed the common prodlem of whethor to have international package design
policy or a pack suitable for a particular market, are all interrelcted.

There are gencrally three dasic text policies available: firstly, one
can use texts in the local language or languages; scoondly, one can use the
language of the country of origin; ond thirdly, end in a growinz wumber of
cases, ‘'Ameriocan' texts are suitebls for an increasing mumber of commoditics.
It is also worth remembering thct there cre many ccses whore it is possible
to use combinations of thesoc alternatives.

In continental Burope the 'American’ text policy is being increasingly
pursued in the merketing of some commodities. This is partioularly truc
in the case of products which are basically simple and consistent in
marketing, ond which have an authentic or pseudo American origin, like
certain soft drinks and cignrettes.

One oan, however, think of many products, including soft drinks, coffoo,
eto, which take the opportunity of embrooing severcl languages on one
pack which helps to give the consumer the impression that the product is
marketed internctionally, is acoepted imternctiomally, and is therefore
aveilable to the oonsumer with this urderwriting, as it were, of reputation
and muccess, |

It does not follow that having multi-language toxts is as simple as thct.
There is a need to bear in mind local traditions (whick do not necessarily
have to be followed) and the languoges which the market expects or needs
to see in the product field in question. In many cases these troditions
are of long standing and in countriss like Belgium (where Prench and Flemish




ore used) and Switszerland (witl German, Prench and ltalian) there iu a
complets acceptability of Jeeing packy in a nwber of languages, often
additional to the ones traditionally used in thc consumer's own country,

This aupect is different again however in other countries in which for
historic, political or commeroial recsons there are otluor factors to
consider. Conoda (with Pronch ond English), South Africa (Afrikasns and
Inglish) and Yugoslavia {with its federctec republic system) spring
immediately to mind where local toxts need great core irn ways wliiclh noy not
be immediately apparent. Yet azain, quitc different considerations apply
in, for example, Ceylon, India, Clina ond the Middle Eqst.

Coming nearer to home, one socs in the European marlketing scene a breaking
down of traditioncl barriers of nationalism, Thi: is being brought about
by the increasing political, econonic and comnercial unity inherert in the
EEC and EPTA agreements. Packoging policies, now and in cnticipation of
events to come, should becr these developmemts very much in rind, Centralised
packaging arrangements and trade mark considerations are especi:lly important.

Thsre are many coses where it is expedicnt to produce packs with texts
either of the ocountry of origin or in thc longuage of the irporting
country. ‘American' texts can frequently be substituted and in these coses
it is still possidle for the product to enjoy & certain, possibly somcwhat
shallow, cachet although how valusble this i8 in real acrketing cffective-
nss 18 sometines rather doubdtful,

Inseparable from all these alternatives arc thre tcxts and declarations
aode necessary ty mondotory requirenents, partioularly in the fields of
weights and messurements, olaims, sdditives, colouring r.atter, formulae,
statements of origin, preservation instrwcticngs and other inforaction,

In well-ordered communities legislation of this kind is comstantly changing
and developing and is not imposed to frustrate oxporters cs we may think
from time to time,
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Nendatory requirenents relate to the product, the cxperting country and
the importing country. Because of tlie need to consider all threc cspects
(ond sometimes other considerations too), it is virtually impossible to
keep up to date with legnl requirenents. Great care should be taken to
anticipate the probubility of change i stotutory requirenents,

It has been known in extreme coues for statutory requirements to be bock-
dated and there is more than oie exporter who has found that goods packed
and shipped correctly marked for the country of importation are iucorrectly
marked by the time they roach the port of entry ond canmnot be clcared
without urgent re-marxing. Long-term plonning, the keeping of a watchful
eye on developments, not to rention on uctive loccl ncn, will often
considercdly reduce the frequency of this kind of unhoppy occurrence.

Certain Middle and For Ecstern countries huve been criticised fer this
kind of legislation hut, ir ry experience, the logislation of which exporters
complain is often completely justified. less casy tc understund sometimes

is the imprecise lezimlation and inconsistency which exists in such
countries as the United States, France, Indiz and Australia, where one
would expect the machinery of legislation to be sufficiently developed anmd
co~ordincted to prewent the problems and evasions whicl do arice,
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CHAPTER 9

THE INDEPENDENT PACKAGING CONSULTANT

Let us turn now to the independent packuging consultant working oun his
own account or a group of packaging consultants. Such is the nisunder—

standing prevalent that it is necessury to describe what we neca Ly

pockaging consultant. Briefly hc is o person capable of sceing tlic
puckaging problen: with the brecdth of vision and expertise I have tried

to explain earlier and a person copable, therefore, of approaching the
solution from any ancle. He does not nced to be a desismer; or onh economist,
or & techmologist; or o marketing expert, ~s long as he is fully proficient
in one of these or similar najor aspectis and is caopable of considering
skilfully and authoritatively the others. Ye do not mean a packege desizner,
who will tend nornially to be 2 sraphic designer and is at his best designing
within the ourrent idiom, lecaving others bcforc or aftcr to solve nost of
the other related problems of equipment, materials, economics, worketing

end 80 on,

The consultont will work with couplete integrity. His fee, oll hic fee,
will come fro. the clicnt and he will not take cny financial induccuent frov,
anyone edgc in the oxecution of his consultancy work. Ho uill not toke -
comilli'on from the manufacturers of equip.ent, machinerv, .atericls cad so
on which he moy recommend. The client would be well advised to get o Tir.
undertaking that this is so. The consultant vill he disinterested, and
comnitted in no way to promoting any particular supplicr of hardirare or
meterial. He will have responsibilitics only to his client and he will be
only satisfied with the best. He will not claim to know all the answers
but he will kuow where to find then and will vigorously pursue the right

solutions to the probleiis, He will be in all probability practical, acadenic,

visionary, imaginative, and flexiblec in outlook and approzch.
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CHAPTER 10

CHOGBING T EXPERT

The advioce I would give o client is to chonse an expert whe, above all,
will define the correct usolution cnd give Liim the best alvice he can buv., The
oonsultant's fce should be competitively priced for hie performance and for
the benefits to be gained from the solution, The client does ot have to
like the oonsultant, but lhe rust like the results of his work, sone of vhich
are only assessed o long tinc ofter the norm:el relotionships with him hove
ended. Shoull the consultant convince the clicnt that ¢ iz the best expert
he can employ, the clieut may cssess how sensitive he is to hig ultimatc
purposc and speak to pecple who know him professionally and ever to his
competitors if he has any, If a consultant is good enougi: he is likely to
draw praise (perhaps grudgingly) from his competitors who should know him,
his reputation and work, end are likely to be envious of his performance.




- 26 -

CHAPTER 11

THE EXPORTER'S RESPONSIBILITICS

In ell the work thet we have spoken cbout there is the bockground
responsibility which the exporter has not only to Lis orgenization ut to
his local ocommunity and to his country, ~nd thc international and hw.ien
responsibilities he has when trading in international markets. The
responsibilities to colleagues iu hie organization cre obvious enougl, their
collective wcll-being and progress is clearly influenccd Ly zood strotegy
and the corrcct use of resources, huwan,finoncicl and operationzl., Infdecd
the locel communit’ frequeatly rupports tle ecxporter Ly supplying the
products. This is cspeciclly the ceasc with foodstuffs., ‘ic clso know thot
certain countries heve secured a reputation for —ond quzlity products, ond
oxporters tradinz internationnlly heve the responsibility of upholdiy- thi.
reputction and by so doing, not only help themselves but otler organications
who are in their turn trying to find world narkets for their procucts, Oue
can imagine the daméege which cen Le cauced by the nerketing of bad quality
foodstWffs by an export organization iu a country which hes bhuilt up a
reputation over many years for hizh quality foocs.

In any event the standards of consumers continue to rise ~nd the apnpouinted
(and self-appointed) arbiters cf consuner protection contiiwe to Jevelop,
Somec retail companics, such as Morks ond Spencer in the UK, a lcader iv
quality control, insist on a certain level of cunlity of both produce
its packaging and do not hesitate to reject consigiments at the cxporier’'s
expense if confor:ation with their standards is net nchieved. (Of course
this seems a ridiculous statc of affeirs when on the one hanl soft fruits
which are perfectly cdible are scrapped beccuse they fall slijhlty below
presoribed standarde of quality aud in another part of the world people
die in their thousands every doy through starvation.)

The international responsibilities of the exported product wud its
peckaging are little different from tliose of o diplomat representing the
exporting country, and it 43 nct too ambitious to sec the work in these

terms. These littlc ambassadors get into pecople's homes and can create
more goodwill, or illwill, than we night think !
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